
Department of Planning and Community Development
Documents Library – Document Cover Sheet

Title of Document: Five Points/Fairmount Park Commercial Areas Market Study
Prepared By: Basile Baumann Prost & Associates
Prepared For: City of Norfolk
Date of Preparation: October 2000
Status (as of January 2012): No action taken by City Council to adopt the
recommendations of this study. Some actions reaffirmed by City Council in 2009.
Civic League(s)/Organization(s) Affected: Norview, Norfolk Gardens, Sewells Gardens,
Brandon Place, Norview Heights, Fairmount Park, Lakewood, Lafayette/Winona,
Greenhill Farms, Roland Park

The information included in this document may not reflect current City of Norfolk policy.
For more information on this document, contact the City of Norfolk Department of
Planning and Community Development.



FIVEPOINTSjFAIRMOUNTPARKCOMMERCIALAREASMARKETSTUDYPreparedforTheCityofNorfolkVirginiaPreparedbyBasileBaumannProstAssociatesIncOctober202000



TABLEOFCONTENTSSectionPageIIntroduction1AReportPurpose1BDefinitionofStudyArea11FivePoints12FairmountPark2CDefinitionofMarketArea2DDefinitionofReferenceArea3EReferenceAreaplusMarketArea4IIExecutiveSummary4AReportPurpose4BWorkCompleted5CEconomicDemographicFindings5DMarketingRecommendations6IIIExistingConditions8APopulationChange8BMedianHouseholdIncome8CHouseholdIncomeDistribution9DPopulationbyRace9EPopulationbyAge9FTrafficVolume10GAesthetics10IVCommercialMarketAnalysis10ACommercialForm101FivePoints112FairmountPark11BRetailBusinessesintheMarketArea11CRetailSpending12D1999ConsumerSpendingandRetailSalesComparisonfortheMarketAreaInflowOutflowAnalysis14ECommercialIssues15FGroceryStoreAnalysis17GSummaryandConclusionsofExistingConditionsandMarketAnalysis20VOverallMarketingRecommendations22AMarketingRecommendationsFivePointsCommercialArea221MarketingRecommendationsforChesapeakeBoulevardandSewells



PointRoadSectionsofFivePointsCommercialArea262MarketingRecommendationsfortheFivePointsResidentialArea27BMarketingRecommendationsFairmountPark271MarketingRecommendationsforLafayetteBoulevard282MarketingRecommendationsforTidewaterDrive28



AppendicesAppendixAMapsandMarketingRecommendationKeysAppendixBTablespopulationChangeTable1MedianHouseholdIncomeTable2HouseholdIncomeDistributioninMarketAreaTable3AHouseholdIncomeDistributionInReferenceAreaTable3BpopulationbyRaceinMarketAreaTable4ApopulationbyRaceinReferenceAreaTable4BpopulationbyAgeinMarketAreaTableSApopulationbyAgeinReferenceAreaTablesBTrafficVolumeTable6RetailBusinessesinMarketAreabySales1999Table7RetailspendingbyResidentsofMarketAreaTable81999SpendingbyResidentsofMarketAreaandRetailSalesComparisonforSelectedBusinessesinMarketAreaTable9GroceryStoreAnalysisTable10FivepointsCommercialInventoryTable11FairmountParkCommercialInventoryTable12AppendixCChartsAppendixDIntervieweesIAppendixEPedestrianSafetyTrafficVolumeIIIHOUSingIVPublicSafetyVParksCommunityFacilitiesVI



IIntroductionAReportPurposeThisreportevaluateseconomicdemographicandqualityoflifeconditionsandtrendsintheFivePointsandFairmountParkneighborhoodsInadditiontothedemographicandeconomicanalysisitincludesaretailmarketinflowoutflowanalysisandafocusedexaminationofthedemandforgrocerystoresintheneighborhoodsThereportcontainsaneconomicanddemographicanalysisrelevanttothemarketandreferenceareasThisisdonethroughanabsoluteandrelativeanalysisofthemarketandreferenceareaandbycomparingthemtotheCityofNorfolkVirginiaandtheUnitedStatesBBPAidentifiedamarketareafortheFivePointsandFairmountParkneighborhoodsBBPAalsoidentifiedareferenceareathatincludessupermarketscompetitivewiththoseintheFivePointsandFairmountParkneighborhoodsBDefinitionofStudyAreaThestudyareaincludesthecommercialareasofFivePointsandFairmountPark1FivePointsInFivePointsthemaincommercialareasarelocatedonChesapeakeBoulevardSewellsPointRoadandNorviewAvenueMostofthecommercialdevelopmentisclusteredaroundtheFivePointsintersectionofthesethreeroadsextendingnorthtoStrandStreetCommercialdevelopmentonChesapeakeBoulevardconsistsprimarilyofautomobilerelatedbusinessesandfastfoodrestaurantsSewellsPointRoadhassmallermoreneighborhoodorientedbusinessesincludingrestaurantsandbarsmostofwhicharerelativelysmallbarberandbeautysalonsandservicebusinessesincludingtwomedicalofficesanexterminatoranelectricalcontractorandacheckcasherThelargerbusinessesonSewellsPointRoadincludeFirstVirginiaBanktheHersheeBarandtheBeLosupermarketandShooterspoolhallandrestaurantthelattertwoofwhichcanbeaccessedfrombothChesapeakeBoulevardandSewellsPointRoadTheFivePointsCommercialAreaissurroundedbyresidentialusesandinterspersedwithreligioususesincludingafewlargechurchesandseveralsmallstorefrontchurchesThreepublicschoolsandacommunitycenterlietothenorthofthecommercialareaOnehalfmiletotheeastoftheFivePointsintersectionisInterstate64



2FairmountParkInFairmountParkthecommercialareasarelocatedprimarilyonTidewaterDrivewithmorelimitedservicesonLafayetteBoulevardTherearealsofivebusinessesonCromwellDrivefourofwhichareautorelatedCommercialusesonTidewaterDriveareclusteredaroundtheintersectionwithLafayetteBoulevardcromwellDriveandtoalesserextentShooPAvenueOnLafayetteBoulevardthelimitedcommercialusesareconcentratedbetweenBrestandLensAvenuesandbetweenVerdunAvenueandChesapeakeBoulevardCommercialdevelopmentonTidewaterDriveisvarieditincludesalargenumberofrestaurantsmostofwhicharesmallortakeoutrestaurantsautomobilerelatedbusinesseshairbeautysalonsandvarioUsotherservicebusinessesincludingrealestateandhomerepairbusinessesTherearealsothreedrugstorestwocleanerstwogasstationsandtwomedicalofficesonTidewaterDriveLafayetteBoulevardhasasignificantlysmallerconcentrationofbusinessesthanTidewaterDriveItsbusinessesincludefivesmallrestaurantsbarsanassortmentofservicebusinessesincludingpaintsecurityandrepairbusinessesabanktwohairbeautysalonsacarwashandconveniencestoreMostofthecommercialdevelopmentinFairmountParkisconcentratedinafewareasTheseareasaresurroundedbyamuddledmixofsinglefamilyandmultifamilyresidentialunitsAgoodportionoftheresidentialusesislocatedonLafayetteBoulevardThehousingintheneighborhoodrangesfrombungalowSinthenorthernpartoftheneighborhoodtoamixtureofbungalowSandtwostoryhousesinthesouthernhalfoftheneighborhoodcDefinitionofMarketArea2mileringThemarketareaisdefinedsoastorepresentthegeographiCareafromwhichretailestablishmentsinFivepointsandFairmountParkderiveasignificantportionoftheirretailsaiesItistheprimaryareainwhichtheFivepointsandFairmountParkcommercialareascompeteforretailandservicedollarsFactorsthatwereconsideredindeterminingthesizeandshapeofthemarketareaIncludeddrivingtimestosurroundinglocalitiesandcompetingretailcentersconsistencyinneighborhoodcharacteristiCSroadwaypatternsandanynaturalphysicalboundariessuchasthevariOUSriverscreeksraillinesetcGeographicallythemarketareaformsacirclewiththeintersectionofChesapeakeBoulevardandNorviewAvenueatthecenterseeattachedmapThecirclehasaradiusof2milescreatingamarketareaofapproximately13squaremilesThecirclepassesthroughNorfolkInternationalAirporttotheeast2



the intersection of Little Creek Road and Halprin Drive to the northeast the

intersection of Little Creek Road and Tidewater Drive to the northwest the north

branch of the Lafayette River to the west and the Norfolk Industrial Park to the

south The location of the various supermarket facilities to a large extent helped
define the market area Market area data was obtained from CACI Marketing

Systems

In determining the market area physical barriers road access and the location

of competitive facilities were taken into consideration Water barriers were not

deemed to significantly obstruct access within the market area They are located

at the outer edge of the market area and thus do not significantly delay more

than a small percentage of households in the market area from getting to the

Five Points and Fairmount Park neighborhoods

Interstate 64 is a more significant barrier between some residents of the market

area and the Fairmount Park and Five Points neighborhoods This primarily
affects households to the east and north of the study neighborhoods However

Norview Avenue Military Highway Azalea Garden Road Johnstons Road

Chesapeake Boulevard and Tidewater Drive provide reasonably convenient

access to the center of the market area for residents living on the other side of

Interstate 64

Major retail concentrations within the market area s boundary include

Southern Shopping Center 257 000 square feet

Super K Mart 191 000 square feet

Wedgewood Plaza 125 000

Bromley Shopping Center 55 000 square feet

The 2 mile radius market area includes the following supermarkets
Super K Mart 191 000 square feet Bromley Shopping Center area

Military and Norview

Farm Fresh 66 000 square feet Tidewater Shopping Center Tidewater

and Little Creek

Food Lion 41 000 square feet Bromley Shopping Center area Military
and Norview

Be Io 14 000 square feet Five Points neighborhood
Food Lion size not available Southern Shopping Center Tidewater and

Little Creek

D Definition of Reference Area area between 2 and S mile rings

The reference area is used for comparative purposes to place the demographic
and economic indicators for the market area in better context It contains

supermarkets most competitive with supermarkets in the Five POints Fairmount
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Park neighborhoods In shape the reference area represents the ring two to

five miles from the center of the market area the Five points intersection

Therefore the center of the secondary ring is the same as that of the market

area The reference area is approximately 6Ss square miles its boundary to

the north is the Chesapeake Bay its boundary to the west is the Elizabeth River

its boundary to the south passes through Chesapeake City at the intersection of

Berkley Avenue and Compostella Road its boundary to the east passes through

Virginia Beach near the intersection of Northampton Boulevard and

Independence Boulevard The reference area surrounds but does not include

the market area

Major retail concentrations in the reference area include

McArthur Mall 1 000 000 square feet

Janaf 893 000 square feet

Military Circle Shopping Center 861 000 square feet

Little Creek East Shopping Center 207 000 square feet

Roosevelt Shopping Center 131 000 square feet

Ward s Corner Shopping Center Mall 125 000 square feet

Indian River Shopping Center 120 000 square feet

Walmart 115 000 square feet

Downtown Plaza 114 000 square feet

Waterside Mall 105 000 square feet

Ward s Corner Strip 62 000 square feet

Church Street Crossing 51 000 square feet

Thomas Corner size unavailable

Diamond Springs Shopping Center size unavailable

The supermarkets in the reference area that are closest to the market area

within one mile of the market area boundary are

Hannaford Ward s Corner 139 000 square feet

Farm Fresh Military Highway Janaf Area 60 000 square feet

Winn Dixie Roosevelt Shopping Center 50 000 square feet

Food lion Military Highway Janaf Area 41 000 square feet

E Reference Area plus Market Area

The reference area plus the market area forms a large circle with a radius of 5

miles and includes all the retail uses explained in the areas above
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IIEXECUTIVESUMMARYAReportPurposeThisreportevaluatesexistingconditionsandmakesmarketingrecommendationsfortheFivePointsandFairmountParkcommercialmarketareasBWorkCompletedInterviewedcommunityrepresentativesrealestateagentspropertyownersbusinessrepresentativesandcityofficialsConvenedcommunitymeetingsandsolicitedfeedbackConductedfieldsurveyofneighborhoodsIdentifiedprimaryandsecondarymarketareasConducteddemographicandeconomicdataanalysisPreparedaretailmarketanalysisAnalyzedcompetitivemarketpositionMademarketingrecommendationsCEconomiclDemographicFindingsThepopulationofthemarketareaandtheCityofNorfolkisstableprojectionsshowthisisnotexpectedtochangeMedianHouseholdIncomeThemarketandreferenceareashavelowermedianhouseholdincomesthanthestatebutincomegrowthtrendscomparetothatofthestateandarehigherthanthatofthenationHouseholdIncomeDistributionInthe1990sthebelowmedianincomegroupsinthemarketareadeclinedandtheupperincomegroupsincreasedThereareapproximatelyequalnumbersofAfricanAmericansandwhitesinthemarketareaTheareaspopulationisagingIn1999ahigherpercentageofthemarketandreferenceareaspopulationwasinolderageincrementsthanin1990RetailSalesEstablishmentsThelargestamountofretailsalesinthemarketareaismadebyAutomotiveDealersandGasolineServiceStationswithover400millioninsalesThesecondhighestamountofsalesismadebyfoodstoresRetailSpendingMarketarearesidentsspendthemostdollarsonthefollowingproductsandservicesGroceriesHomeLoansAutoLoans58million47million23million5



Apparel
Home Improvement
Restaurants

18 million

17 million

15 million

Spending by market area households on the following products and

services is equal to or higher than that of the average U S household

Infants Apparel
Cable TV

Maintenance Repair
Video Equipment

In 1999 the market area s retail business sales were 600 million more

than market area residents spent on those retail goods Net inflow

accounts for 83 percent of the retail sales made within the market area for

the identified retail categories

The Automotive Aftermarket accounts for approximately two thirds of the

total retail inflow Only Apparel has a sales outflow less apparel sales

within the market area than expenditures of market area residents on

apparel
Currently grocery store sales in the market area are 115 6 million The

spending by residents on food is 58 2 million therefore there is a net

sales inflow of 574 million

The market area is currently well served by grocery stores The addition

of a modest amount of new grocery space from a new Food Lion and Be

Lo expansion will encourage only modest additional inflow to the area

particularly since the Food Lion is located near the periphery of the market

area Therefore it is likely that the market could support the Be Lo

expansion in addition to the development of the new Food Lion

D Marketing Recommendations

Five Points Commercial Area

BBPA recommends a strengthening of the retail development in Five Points

through a policy of retention and reinforcement supplemented by attraction of

new businesses to fill vacant retail structures For the Five Points commercial

area the following marketing themes should be emphasized

Focusing on auto oriented businesses on Chesapeake Boulevard

Focusing on neighborhood serving businesses on Sewell s Point Road

Establishing a focal point for the community on Sewell s Point Road that

encourages social interaction and clusters neighborhood institutions

Working with churches and neighborhood groups to establish a mutually

supportive relationship
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EstablishingacommunitymarketplaceHighlightingaffordableretailandofficespaceOtherthemesthatmightbeconsideredforboththecommercialandresidentialareasincludearchitecturedesignandhistoryMarketingRecommendationsforChesapeakeBoulevardandSewellsPointRoadSectionsofFivePointsCommercialAreaTheChesapeakeBoulevardsectionoftheFivePointscommercialareashouldbetargetedforbusinessretentionsupplementedbybusinessattractiontofillanyvacantretailstructuresThebusinessesalongSewellsPointRoadaremoreneighborhoodservingandhavelessthroughtrafficBusinessretentionshouldbeemphasizedintheSewellsPointRoadareaandbusinessesshouldbemarketedtoservetheneighborhoodMarketingRecommendationsFairmountParkEmphasisshouldbeplacedonretentionofcommercialconcentrationsonTidewaterDriveRedevelopmentofhousingthroughouttheresidentialsectionsofFairmountParkshouldalsobeundertakenTheCityshouldconsiderupgradingtheappearanceofselectedstreetsespeciallyTidewaterDriveTheappearanceofneighborhoodbusinessesandbusinesspropertiesshouldbeimprovedtomakethemmoreattractivetopotentialcustomersBBPArecommendsthatcommunitybusinessrepresentativesconsidertheformationofabusinessadvocacygroupwiththeCityThisgroupcouldtakealeadingroleintheimplementationofmeasurestoenhancethebusinessenvironmentAsaninitialresidentialmarketingthemetheneighborhoodhomesshouldbemarketedtoyoungfirsttimehomebuyersasstarterhomeswithecellentaccesstodowntownNorfolkareamilitarybasesandinterstatehighwaysBBPArecommendsthatthreestrategiclocationsinthecommunitybedesignatedasGatewaystoFairmountParkTheselocationsshouldbetargetedforbeautificationlandscapingmaintenancecleaningandwelcomedirectionalsignageThegatewaysshouldbeestablishedattheintersectionofTidewaterDriveandCromwellRoadTidewaterDriveandShoopAvenueandTidewaterDriveandLafayetteBoulevardMarketingRecommendationsforLafayetteBoulevardThemarketingstrategyfortheBoulevardshouldfocusonmaintainingexistingbusinesseswherepossibleandencouragingresidential7



redevelopmentResidentiallyzonedpropertiesshouldnotbeconvertedtocommercialspaceMarketingRecommendationsforTidewaterDriveEmphasisshouldbeonmaintainingexistingsustainablebusinessesThesebusinessesincludethedrugstoreslrestaurantshardwarestoreautorelatedbusinessesandaudiovideostoreamongothersRedevelopmentofthesoutheastcornerofTidewaterDriveandLafayetteBoulevardwhichislocatedatastrategiclocationandaffectstheneighborhoodsimageshouldbeassistedbythecityFortheTidewaterDrivecommercialareathefollowingmarketingthemesshouldbeemphasizedFocusingonregionalservingbusinessesthatattractthroughtrafficCleaningmaintenanceandotheraestheticimprovementsHighlightingaffordableretailandofficespaceFormingabusinessorganization8



IIIExistingConditionsThissectionincludesananalysisofexistingdemographicandmarketconditionsinthemarketandreferenceareasThefirstsectionisthedemographicanalysisAPopulationChangeInTable1aredisplayedthechangeinpopulationinthemarketareatheareawithin2milesoftheFivePointsintersectionreferenceareatheareabetween2and5milesfromtheFivePointsintersectionreferenceplusmarketareastheareawithin5milesfromtheFivePointsintersectionNorfolkCityVirginiaandtheUSThevariousstudyareashavegenerallymaintainedastablepopulationOnaveragethepopulationofthemarketareareferenceareasandNorfolkCityhasdeclinedeachyearbyonepercentwhereasthatofVirginiaandtheUShasincreasedslightlybyonepercenteachyearEstimatesprovidedbytheUSCensusandCACIindicateoverthenextfiveyearsthatthesepopulationtrendswillremainconsistentBMedianHouseholdIncomeAsshowninTable2themarketandreferenceareashavelowermedianhouseholdincomesthandoesthestateofVirginiaasawholeMedianhouseholdincomegrowthinthemarketandreferencestudyareashoweveriscommensuratetothemedianhouseholdincomegrowthinVirginiaMedianhouseholdincomesinthemarketandreferenceareasareexpectedtogrowatratesfasterthanthatofthenationAlthoughmedianhouseholdincomeinthemarketarealagsbehindthatofthenationby13000themedianhouseholdincomeinthemarketareaisexpectedtogrowatahigherratethanthatofthenationandnarrowthegapto11000by2004CHouseholdIncomeDistributionThepercentageofthemarketandreferenceareapopulationthatfellwithineachincomerangeincrementin1999isdisplayedinTables3Aand3BInthe1990sthelowerincomerangesdeclinedastheupperincomerangesincreasedIn1989160percentofhouseholdswithinthemarketareaearnedincomesgreaterthan50000Thisincreasedtoanestimated255percentin1999andisexpectedtoreach359percentby2004Incontrastin1989679percentofhouseholdsearnedincomeslessthan35000inthemarketareaThisfiguredeclinedto540percentofhouseholdsin1999andisexpectedtofurtherdeclineto419percentby2004Thenumberofhouseholdswithincomesabove50000thusrosefrom12815in1989to19633in1999andisprojectedtoreach26955by2004IncomedistributionissimilarforthemarketandreferenceareasThushouseholdincomedistributionshowsashiftofpopulation9



tohigherincomebracketsforthemarketandreferenceareasThedegreeoftheshiftinincomebracketsindicatesapositiveeffectondisposableincomeforthemarketareaandreferenceareasDPopulationbyRaceInformationonpopulationbyraceisdisplayedinTables4Aand4BInthemarketareain1999therewereapproximatelyequalnumbersofAfricanAmericans476percentandwhites460percentTherewasasmallpercentageofotherracialgroupsThefastestgrowingracialgroupisAsianPaCificIslanderswhichaccountedfor49percentofthepopulationin1999Thisincreasedfrom36percentin1990andwasexpectedtoreach55percentofthepopulationby2004NosignificantchangesinracialcompositionofthemarketareaareexpectedEPopulationbyAgeIn1999ahigherpercentageofthemarketandreferenceareaspopulationwasinolderageincrementsthanin1990asshowninTablesSAand5BEachageincrementbelowtheageof35decreasedbetween1990and1999andwasexpectedtocontinuedecreasingatonetotwopercentperyearTheagegroupsgrowingfastestare45to54yearoldsandpeopleolderthantheageof85Ingeneralgroupsovertheageof45areexpectedtogrowfastestinthenearfutureasbabyboomersageThereforetheamountofmoneyspentonsavingsandinvestmentsbyarearesidentsislikelytoincreaseFTrafficVolumeTrafficVolumeonvariousroadsintheFivePointsandFairmountParkneighborhoodsisimportanttoconsiderinthisreportbecauseitaffectscommercialdevelopmentpotentialseeTable6In1994theVirginiaDepartmentofTransportationsTrafficEngineeringDivisionmeasuredtrafficvolumesovera24hourperiodonthemostheavilytraveledroadsinNorfolkincludingpointsinFairmountParkandFivePointsAccordingtothisdataTidewaterDriveisbyfarthemostheavilytraveledroadinbothneighborhoodswithtrafficcountsrangingfrom28900carsto36500vehiclesChesapeakeBoulevard20400vehiclesandLafayetteBoulevard19800vehiclesisthenextmostheavilytraveledroadsinFairmountParkInFivePointsChesapeakeBoulevard21600vehiclesandNorviewAvenue20600vehiclesarethenextmostheavilytraveledroadsCromwellRoadandSewellsPointRoadaresomewhatlesstraveledroadsintheFairmountParkandFivePointsneighborhoodsrespectively10



GAestheticsFivePointsandFairmountParkcommunityrepresentativesindicateaneedforaestheticimprovementofthecommunityandlocalbusinessesResidentscommentsincludingthefollowingstatementsStoresandbillboardsareuglyTrashisdumpedonSewellsPointRoadRoadsneedrepavingThereispoorlightingatFivePointsSidewalksneedtobeimprovedatFivePointsOnLafayetteBoulevardthereisblightasevidencedbygarbagejunkcarsandunkemptyardsFromJanuarytoMay2000therewere91junkvehicleviolations65trashanddebrisviolationsand145yardviolationsaroundLafayetteBoulevardAlandscapingprogramwouldgreatlyimprovetheappearanceofsomeareasincludingLafayetteBoulevardTreeplantingalongsidewalksinFivePointswasspecificallysuggestedRatsarepresentintheneighborhoodCleaninguptheneighborhoodandpaintingandmaintainingbusinessesandresidencesshouldhaveahighpriority11



IVCommercialMarketAnalysisThissectionincludesthemarketanalysisforthemarketandreferenceareasACommercialForm1FivePointsFivePointsbusinessesareconcentratedinthecenteroftheneighborhoodTherearetwoprimarysubareasChesapeakeBoulevardandthesegmentofSewellsPointRoadjustnorthoftheFivePointsintersectionChesapeakeBoulevardisheavilytraveledapproximately21000vehiclesperdayin1994BusinessesonChesapeakeBoulevardareorientedtowardsservingthisthroughtrafficAsmentionedabovetheyincludeautomobilerelatedbusinessesfastfoodandcarryoutrestaurantsadrugstoreanddrycleanersAgrocerystoreandpoolhallrestaurantcanbeaccessedfrombothChesapeakeBoulevardandSewellsPointRoadSewellsPointRoadnorthoftheFivePointsintersectionhasaneighborhoodservingcharacterInadditiontothegrocerystorewhichhasahighpercentageofcustomerswhowalktothestoreandthepoolhallrestauranttheroadhasabankpostofficeonasidestreetsmallrestaurantsagiftshopframeantiqueshopclothingstoreandalaundromatItsproximitytoschoolsandchurchesalsostrengthensitssenseofplace2FairmountParkFairmountParkscommercialenvironmentcanalsobebrokendownintotwosubareasTidewaterDriveandLafayetteBoulevardTidewaterDriveformsthewesternedgeoftheneighborhoodandisthemostheavilytraveledroadinbothneighborhoodsapproximately2000vehiclesperdayin1994ThevarietyofbusinessesonthisroadisorientedtowardsservingthroughtrafficAlthoughtheyareclusteredinvariousgroupingstheydonotestablishasenseofplaceLafayetteBoulevardhasasignificantlysmallerconcentrationofbusinessesthanexistsonTidewaterDriveThebusinessesonLafayetteBoulevardaregenerallylessviablebecauseofalackofcriticalmasslowdemandlowertrafficvolumesandlimitedparkingBRetailBusinessesintheMarketAreaInTable7aredisplayedselectedretailbusinesscategoriesforthemarketareaIncludedinthetablearesalesbusinessesandemployeesperbusiness12



categoryThelargestamountofretailsalesisinthebusinesscategoryAutomotiveDealersandGasolineServiceStationswithover400millioninsalesThesecondhighestamountofsalesismadebyfoodstores115millionTotalretailsalesacrossallbusinesscategorieswas820millionin1999Therewere421retailestablishmentsinthemarketareain1999Thebusinesscategorywiththemostretailestablishments109andtiedforthemostemployees1439isAutomotiveDealersandGasolineServiceStationswhichaccountedforonequarteroftheretailestablishmentsThesecondmostnumeroustypeofestablishmentwasEatingandDrinkingestablishments90whichhadthesamenumberofemployeesasAutomotiveBusinessesl439Morethanhalf52percentofthe5293retailemployeesinthemarketareaworkedintheAutomotiveDealersandGasolineServiceStationsortheEatingandDrinkingPlacesbusinesscategoryEatingandDrinkingPlacesandGeneralMerchandiseStoreseachmadeupapproximately21percentoftotalretailestablishmentsIncludedinTable7aredataonsalesperemployeeandsalesperestablishmentsTheaveragesalesperemployeewasapproximately155000in1999Theaveragesalesperestablishmentwasapproximately2millionBuildingMaterialsHardwareGardenSuppliesMobileHomeDealershadthelargestamountofsalesperestablishmentat43millionfollowedbyAutomotiveDealersandGasolineServiceStationsat38millioncRetailSpendingConsumerexpendituresaredisplayedinTable8AcomparisonispresentedofspendingbymarketareahouseholdsversusspendingbyhouseholdsatthenationallevelPurchasesthatarehigherthanthatofthenationalaverageindicatethatthereisahighdemandbymarketareahouseholdsforthatparticulargoodorserviceMarketarearesidentsspendthemostdollarsonthefollowingproductsandservicesGroceriesHomeLoansAutoLoansApparelHomeImprovementRestaurants58million47million23million18million17million15millionSpendingbymarketareahouseholdsonthefollowingproductsandservicesisequaltoorhigherthanthatoftheaverageUShousehold13



InfantsApparelCablelVMaintenanceRepairVideoEquipmentThiscouldindicatethatthereisahighlevelofdemandbymarketareahouseholdsforthesecategoriesofgoodsservicesormarketareahouseholdstendtopurchasegoodsservicesinthesecategoriesthataremoreexpensivethanaverageBasedonthedataitappearsthatmarketareahouseholdsmaypurchasemoreexpensiveservicesinthemaintenancerepaircategorySpendingpermarketareahouseholdisclosetothenationalaverageinthefollowingproductservicecategoriesChildrensApparelAudioEquipmentTapesCDsVideoRentalPaintOpticalGoodsTheaveragemarketarearesidentmakesfewerpurchasesthantheaverageUShouseholdinthefollowingproductservicecategoriesInvestmentsPCHardwareSoftwareHomeLoansHotelsMotelsAirFareLawnGardenRentalCarsPetsSuppliesThiscouldindicatearelativelylowdemandbymarketareahouseholdsforthesegoodsoritcouldindicatethemarketisrelativelyunderservedinthesecategoriesThedataindicatethatmarketareahouseholdsspendmoreperpurchasethantheaverageUShouseholdinthefollowingcategoriesLawnGardenVideoRentalMaintenanceRepairHotelsMotelsHomeLoans14



TheSpendingPotentialIndexSPIshowsspendingpermarketareahouseholdisfarthestbelowthenationalaverageinthefollowingproductservicecategoriescategoriesnotdeemedrelevantomittedRestaurantsAirFareHomeLoansHomeServicesLifeInsuranceSportingGoodsBooksPeriodicalsHouseholdFurnishingsHomeImprovementThiscouldindicatethatthespendinginthesecategoriesisonlowerthanaveragepricedgoodsservicesthemarketisunderservedintheseareasorarelativelylowdemandfortheseproductsservicesexistsConsumerexpendituredatameasurethelikelyexpenditureforaproductorserviceinacountyZIPcodeorothertradeareaThefilesincludetheSpendingPotentialIndexSPITheindexcomparestheaverageexpenditureforaproductorservicelocallytotheaverageamountspentfortheproductorservicenationallyTheindexistabulatedtorepresentavalueof100astheaverageAnindexhigherthan100showshigherspendinganindexlessthan100lowerspendingrelativetotheUSaverageForexampleanindexof120showsthataveragespendingbyconsumersinthetradeareais20percenthigherthantheUsaverageanindexof8515percentlowerthantheUsaverageYoucanusetheinformationtoanswerquestionssuchasthesehowmuchmoneydothepeopleinthestudyareaspendonmykindofproductHowdoesthatcomparetotheaverageDotheyseemtohavediscretionaryincomeHowistheinformationgatheredThefollowingequationshowshowtheindexisderivedFortradearealitSPILocalAverageExpenditureX100USAverageExpenditureCACIconsumerspendingdataarecalculatedfromtheBureauofLaborStatisticsConsumerExpenditureInterviewSurveyCEXCAeIextracteddemographicandeconomicdataforhouseholdsfromtheCEXInterviewSurveys19931994toconstructaconditionalprobabilitymodelThemodellinksthespendingofconsumerunitsorhouseholdssurveyedintheCEXtoallhouseholdswithsimilarsocioeconomiccharacteristicsSpendingpatternsarefurtherdifferentiatedbygeographyregionoftheUsurbanvruraandmetropolitanvnonmetropolitanandupdatedtocurrentpricesusingtheannualConsumerPriceIndexExpendituresrepresentannualaveragesortotalexpenditures15



CACI3databaseisorganizedinto20fileswithabout400itemsrepresentingavarietyofgoodsandservicescollectedfromtheCEXsurveyD1999ConsumerSpendingandRetailSalesComparisonfortheMarketAreaInflowOutflowAnalysisIn1999themarketareasretailbusinesssaleswere600millionmorethanmarketarearesidentsspentonthoseretailgoodsThereforearetailsalesdollarinflowexistsPeoplefromoutsidethemarketareaaccountforahighproportionoftheretailsalesinthemarketareaAsshowninTable9netinflowaccountsfor83percentoftheretailsalesmadewithinthemarketareafortheidentifiedretailcategoriesTheAutomotiveAftermarketaccountsforapproximatelytwothirdsofthetotalretailinflowOnlyApparelhasasalesoutflowlessapparelsaleswithinthemarketareathanexpendituresofmarketarearesidentsonapparelTheoutflowforApparel136millionrepresents72percentofallapparelspendingbymarketarearesidentsAllothercategoriesincludingHouseholdFurnishingsGroceriesHomeImprovementandServicesandRestaurantshaveinflowsaccountingfor11percent10percent8percentand5percentrespectivelyofthetotalinflowforselectedretailcategoriesThesecategoriescombinetoformroughlyonethirdoftheretailinflowTheretailsectorthatexperiencesthelargestinflowofspending99percentistheAutomotiveAftermarketThissectorhassalesof4097millionbutconsumerslivinginthemarketareaspendonly59milliononthissectorforanetinflowof4037millionOthernotableinflowsareforHouseholdFurnishingswhichincludesapplianceselectronicsfurnitureandhomefurnishingswithaninflowof671millionwhichrepresents88percentofallsalesincategoryHomeImprovementandServiceshasaninflowof501million73percentofallHomeImprovementandServicessalesGrocerieshaveaninflowof574millionwhichrepresents50percentofallgrocerysalesRestaurantshaveaninflowof328millionor69percentofallrestaurantsalesBasedonthedataAutomobileAftermarketHouseholdFurnishingandRestaurantEstablishmentsareregionalservingGrocerystoresequallyservemarketarearesidentsandnonresidentsECommercialIssuesAccordingtooneprominentlocalbusinessmanlocalbusinessesdonothaveastrongnetworkbuttheinvolvementoftheCityofNorfolkintheimprovementoftheneighborhoodreportedlyhasgiventhebusinessesgreaterconfidenceintheneighborhoodsfuture16
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there is not enough room for both the ATM and bank parking At the Be Lo in

Five Points supply trucks have to idle on and back up onto Sewells Point Road

which blocks traffic and creates a safety hazard At the Five Points community
meeting residents asked if it was possible that the warehouse near the

computer school be torn down to create a parking lot In Fairmount Park there

is interest among businesspeople and residents in getting more parking as well

With the exception of the Be Lo loading area the current parking supply appears

adequate but future development including any future ATM at First Virginia
Bank will require that additional parking be provided

Lafayette Boulevard in Fairmount Park has commercial properties where illegal
drug activity and prostitution have become issues In addition there are several

vacant and or boarded up commercial properties that do not contribute anything
to the community and have become eyesores Businesses in the neighborhood
expressed concern that groups of loiterers are scaring off business

One strategic location that has the potential to greatly influence the image of

Fairmount Park is the block at the southeastern corner of Tidewater Drive and

Lafayette Boulevard This location is highly visible to traffic on Tidewater Drive

and Lafayette Boulevard There are currently attempts underway at site

assemblage to develop a drug store and other commercial development Until
now the block has been occupied by small businesses that have experienced
high turnover and vacant poorly maintained housing

F Grocery Store Analysis

Currently grocery store sales in the market area are 115 6 million The

spending by residents on food is 58 2 million therefore there is a net sales
inflow of 574 million see Table 10

Many neighborhood residents believe the area is underserved by grocery stores

This sentiment seems targeted at the perceived lack of satisfaction with the

quality and variety of the grocery store located in the center of the Five Points

community Food Lion expects to open a new 38 000 square foot store at the
intersection of Tidewater Drive and Cromwell Drive within the next year The
owner of the small grocery store located in Five Points Rich Foods plans to

renovate the 14 000 square foot store soon and convert it into a Fresh Pride
store which will be more upscale and have more floor space approximately
7 000 square feet more

There are five grocery stores in the market area the Be Lo between

Chesapeake Boulevard and Sewells Point Road Food Lion Bromley Shopping
Center Super K Bromley Shopping Center Food Lion Southern Shopping
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Center and Farm Fresh Tidewater Shopping Center Although these grocery
stores are generally not within walking distance for residents of Five Points and

Fairmount Park they are within a convenient drive

The Purchase Potential Index derived from Simmons Market Research Bureau

surveys shows that households of the market area make approximately the

same amount of purchases on groceries than the average national household

The Spending Potential Index of 95 shows that on average a household in the

market area spent 5 percent less on groceries than the average household in the

nation

There are 45 food stores in the market area Total annual spending at these

stores is 115 6 million Approximately 68 million of this is spent at the five

largest stores in the market area and 47 6 million is spent at the remaining 40

food stores

Based on data provided by CACI the four large grocery stores at least 100

employees within the market area generate average annual sales revenues of

15 3 million If a new grocery store of this size category is built in the

neighborhood and it is assumed that total spending at food stores in the market

area remains constant the new store would need to capture 13 2 percent of all

food store sales within the market area to obtain reasonable annual revenues of

15 3 million 403 per square foot

Residents of the market area spend 58 2 million on groceries each year with a

net inflow of 574 million into the market area Therefore 49 6 percent of the

spending at market area food stores comes from outside the market area

indicating an area already generally well served by grocery stores

As mentioned above the grocery stores in the market area are

Super K Mart 191 000 square feet Bromley Shopping Center area

Military and Norview

Farm Fresh 66 000 square feet Tidewater Shopping Center Tidewater

and Little Creek

Food Lion 41 000 square feet Bromley Shopping Center area Military
and Norview

Be Lo 14 000 square feet Five Points neighborhood
Food Lion size not available Southern Shopping Center Tidewater and

Little Creek

BBPA investigated the effects of the new 38 000 square foot moderate sized

Food Lion committed for the neighborhood If its performance is assumed to be

similar to that of existing large supermarkets in the market area it would have

annual sales of approximately 10 3 million and if it is assumed that 100 percent
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of its sales come from the market area its capture rate of the market area would

be 8 9 percent This would reduce the sales of supermarkets in the market area

with at least 50 employees by 15 1 percent In order to return sales to previous
levels the supermarkets would have to increase sales outside the market area by

10 3 million 23 million per supermarket of more than 100 employees 1

million per supermarket having 50 100 employees Thus the addition of the

new Food Lion will create additional inflow of grocery spending and force the

other existing area supermarkets to turn to areas outside the market area for a

portion of their sales 15 1 percent of sales

If it is assumed that only 50 percent of the sales of the new Food Lion

supermarket come from the market area the capture rate of food sales in the

market area would be 44 percent This scenario is considered more likely
particularly since the site for the new Food Lion at Tidewater Drive and

Cromwell Drive is close to and has excellent access to the edge of the market

area Such a scenario would reduce the sales of supermarkets in the market area

with at least 50 employees by 7 6 percent In order to return sales to previous
levels the supermarkets would have to increase sales outside the market area by

5 1 million 1 2 million per supermarket of more than 100 employees
500 000 per supermarket having 50 100 employees The future Food Lion is

therefore deemed feasible for the neighborhood and is not likely to significantly
disrupt operations of existing supermarkets

Food Lion has a strong market position in the market area This supermarket
chain already has two supermarkets among the four largest in the market area

When a new moderate sized Food Lion is built on Tidewater Drive 38 000

square feet three of the five largest grocery stores in the market area will be

Food Lions

Rich Foods the owner of Be Lo plans to convert the store to a Fresh Pride store

and expand it later this year Based on discussions with a store manager BBPA

estimated that the new store could expand from approximately 14 000 square
feet to a total of 21 000 square feet BBPA analyzed the combined impact of this

expansion and the development of the new Food Lion If the expanded
supermarket s performance is assumed to be similar to that of existing large
supermarkets in the market area the combined annual sales of the new Food

Lion and the sales resulting from the additional space at what is now the Be Lo

will lead to sales of 12 2 million

If it is assumed that 100 percent of Food Lion s and the expanded Be LojFresh
Pride s sales come from the market area the capture rate of food sales in the
market area by the new grocery space would be 10 5 percent This would

reduce by 10 9 million 17 9 percent the sales of the existing supermarkets
with 100 or more employees in the market area not including Be Lo In order
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to return sales to previous levels the existing supermarkets would have to

increase sales outside the market area by a combined 10 9 million or by
approximately 27 million per supermarket

If it is assumed that only 50 percent of Food Lion s and Fresh Pride s sales come

from the market area the capture rate of food sales in the market area by the

new grocery space would be 5 3 percent This would reduce by 5 5 million 8 9

percent the sales of the existing supermarkets with 100 or more employees in

the market area not including Be Lo In order to return sales to previous
levels the existing supermarkets would have to increase sales outside the

market area by a combined 55 million or by approximately 14 million per
store

If after the addition of the new grocery store space all four existing large
grocery stores maintain their current sales levels BBPA estimates that the inflow

of dollars to food stores in the market area would rise from 574 million to

69 5 million

In summary the market area is currently well served by grocery stores In the

near future it will be even better served as Food Lion opens a 38 000 square
foot store and Be Lo converts to Fresh Pride and expands by approximately
7 000 square feet The addition of a modest amount of new grocery space from

these two projects will encourage additional inflow to the area particularly since

the Food Lion is located near the periphery of the market area Although the
new grocery space will intercept some business from existing market area

grocery stores the intercepted business will not comprise a significant proportion
of the stores sales

This new space is considered feasible although a larger amount of new grocery

space such as a new large grocery store of approximately 50 000 to 70 000

square feet would likely not be supported by the market Already with the

proposeq new Food Lion and Be Lo Expansion the four large grocery stores in

the area those with over 100 employees will be forced to increase sales by a

combined 55 to 11 million to compensate for sales lost to the new space

In terms of grocery sales and services to the market area it appears that the new

Food Lion and a converted and expanded Be Lo would optimize service to the
area Any additional expansion is not seen as viable for the foreseeable future

Improvement to the existing Be Lo is seen as critical given the increased

competition from the new Food Lion

G Summary and Conclusions of Existing Conditions and Market

Analysis
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This report evaluates economic demographic and quality of life conditions and

trends in Norfolk s Five Points and Fairmount Park neighborhoods Demographic
and economic analysis of the neighborhood is conducted by defining and

analyzing a market area and reference area The market area is generally
stable with modest changes in few demographic economic indicators

The population for the neighborhoods market area has been relatively stable

Median income lags behind that of the state of Virginia but the rates of increase

for the market area s median household income and the state s are similar

There are approximately equal numbers of African Americans and whites in the

market area Together these two groups comprise 93 6 percent of the market

area s population Over the last decade the population of the market area has

aged The fastest growing age groups were the 45 to 54 year old and the 85

and over age group age groups below 35 decreased in population

Automotive Dealers and Gasoline Service Stations make up a large part of the

local economy This category has the most annual sales over 400 million the

most businesses by category 109 and is tied for the largest number of

employees 1 439 More than half of all workers in the market area 52

percent work in auto related businesses or Eating and Drinking establishments

Food Stores and Home Furniture Furnishings and Equipment stores have the

second 116 million and third largest 76 million amount of sales in the

market area respectively

Residents of the market area spend the greatest proportion of their dollars on

groceries apparel and restaurants respectively There is a significant net inflow

of dollars into the market area 83 percent of all retail sales within the market

area is inflow The automotive aftermarket contributes approximately two thirds

of this total inflow 404 million 99 percent inflow for the Automotive

Aftermarket Only the apparel category had a sales outflow 72 percent in

1999 the amount spent by residents of the market area on apparel was 13 6

million greater than the amount spent at apparel businesses in the market area

Thus the market area is a stable area with modest income levels that is

generally well served by retail businesses The retail sector is regional serving
a high proportion of its customers are from outside the market area particularly
for auto oriented uses This reflects the uses concentrated in the major area

thoroughfares

Analysis of grocery stores in the market area shows that the market area is well

served by this type of business and should be even better served in the near

future see previous section on grocery store analysis Food Lion plans to open

a 38 000 square foot store and Be Lo proposes to renovate its store and expand
by approximately 7 000 square feet thus it is anticipated there will be

approximately 45 000 square feet of new grocery store space coming on line
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Table 10 Grocery Store Analysis continued
PLANNED NEW GROCERY SPACE IN MARKET AREA

Food Lion 38 000 s1 Fresh Pride Expansion

7 000 s1

100 M A 50 M A

14 14

1 892 636 946 318

1 6 0 8

Estimated Employees
Estimated Sales to Market Area

Market Area Capture Rate

100 M A

76

10 274 311

8 9

50 M A

76

5 137 156

44

Note M A market area

Combined Effects

of New Grocerv Space

100 M A 50 M A

90 90

12 166 947 6 083474
10 5 5 3

EFFECT OF NEW FOOD LION ON EXISTING SUPERMARKETS

100 Sales to Market Area 50 of Sales to Market Area

Sales After Change in Sales After Change in

Food Lion Sales Food Lion Sales

57 725406 10 274 311 62 862 561 5 137 156Supermarkets w 50 or more

employees Total

Supermarkets w 100 or more

employees Total

Supermarket w 50 1 00

employees
Supermarkets w 100 or more

employees Each

Percentage Change

51 872 532 9 232 582

5 852 874 1 041 729

12 968 133 2 308 145

15 1 7 6

56488 823 4 616 291

520 865

1 154 073

6 373 739

14 122 206

Sources CACI Marketing Systems 1999 Basile Baumann Prost Associates Inc 2000



Table 10 Grocery Store Analysis continued
COMBINED EFFECT OF NEW FOOD LION AND FRESH PRIDE EXPANSION ON EXISTING SUPERMARKETS

New Sales Change in Sales New Sales Change in Sales

55 832 770 12 166 947 61 916 243 6 083474

CURRENT MARKET AREA GROCERY SPENDING STATISTICS

Annual Amt

SPI SpentlHH
95 2 993

PPI

Groceries

Households

Median Household Income

Average Household Income

Residents Spending on Food

Current Food Store Spending Inflow

Inflow After New Grocery Space Added

101

19 602

32 616

38 740

58 220 000

57 366 000

69 532 947

Tot 1

Spending
58 220 000

Notes PPI Purchase Potential Index

SPI Spending Potential Index

Sources CACI Marketing Systems 1999 Basile Baumann Prost Associates Inc 2000
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Medical

Dr Morris

Gynecology Associates

Tidewater Drive Renal Dialysis

MusicNideo

DJ s MusicNideo

PhotoQraphv
James Starving Photography
Stephen Jan Photography

Real Estate

Renee Management Company
TCS Leasing Building

3574 Chesapeake Boulevard

2810 Tidewater Drive

5621 Tidewater Drive

3230 Tidewater Drive

821 Norview Avenue

816 Norview Avenue

5631 Tidewater Drive

6437 Tidewater Drive

Restaurants Bars Bakeries Specialtv Food Stores

Carolina Seafood

Ethel s Hot Dogs BBQ
Frenchie s Restaurant

George s Seafood

Hunan Express
Lafayette Boulevard Grill

Lafayette Boulevard Pick N Fry Seafood

Lindy s Hot Dogs
Manny s Big Burger
Naa s Bakery
Original Tony Hot Dogs
Pollard Chicken

Steak Egg
Sun Wah Carry Out

Tony Jr Hot Dogs
Tony s Diner

Wine Cake Hobbies

Services

Aluminum Awning
B Z Services

Butler Roofing
Custom Interior Trim

Dave s Service Center

DGM Services

Down East Lock Key
Dynamic Web Essentials

6586 Tidewater Drive

961 Norview Avenue

3615 Tidewater Drive

3337 Chesapeake Boulevard

6586 Tidewater Drive

3000 Lafayette Boulevard

1910 Lafayette Boulevard

6586 Tidewater Drive

2912 Lafayette Boulevard

3257 Tidewater Drive

2620 Lafayette Boulevard

3033 Balentine Boulevard

5401 Tidewater Drive

3535 Tidewater Drive

2611 Lafayette Boulevard

3200 Tidewater Drivewater

6527 Tidewater Drivewater

2747 Tidewater Drive

2504 Lafayette Boulevard

859 Norview Avenue

6531 Tidewater Drive

6100 Tidewater Drive

2800 Tidewater Drive

5416 Tidewater Drive

5721 Chesapeake Boulevard

Source City of Norfolk Department of Planning 1999 Prepared from Records Provided by the Commissioner of

Revenue City of Norfolk
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Interviewees

Acey Robert Harvey Lindsay Real Estate Co

Be Lo Grocery Assistant Manager interviewed

Birchfield Michael Shooter s

Clifton Dana First Virginia Bank

Cole Tom Chairman of Five Points Partnership Businesses Committee

Cooper Eric Advantis Real Estate

DiBona Kevin Real Estate Agent

Drake Thelma REMAX Real Estate Agent

Fairmount Park Civic Association Meetings

Five Points Civic Association Meetings

Grassburger Tom Food Lion Regional Real Estate Representative

Hameed Abdul Seven Brothers

Irby Officer Norfolk Police Department 2nd Precinct

Katsias John John Katsias Leasing Co

Lindsay Harvey Harvey Lindsay Real Estate Co

Machanic Decarla KFCrraco Bell

Main Kent City of Norfolk Planning Department

Marshall Alfonso Bank of America

Ms Patrick Manager Rite Aid

Sarvas Mitch Mitch s Brake Muffler

Satchell Director City of Norfolk Code Enforcement Division

I
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Pedestrian Safety and Traffic Volume

Residents complain about Lafayette Boulevard and Sewell s Point Road a road

many school children walk along because they are dangerous and inhospitable
for pedestrians There appears to be a need for traffic calming strategies

A traffic safety concern of Fairmount Park residents is the intersection of

Tidewater Drive and Shoop Avenue Cars park near the intersection making it

difficult for buses to turn and holding up traffic There is much cut through
traffic on Shoop Avenue Pedestrian lights at Tidewater Drive and Shoop Avenue

are criticized because they reportedly do not allow pedestrians enough time to

cross the street This situation is made worse by the tendency of turning cars to

ignore pedestrians right of way

Fairmount Park residents cite the intersection of Cromwell Avenue and Tidewater

Drive at the site of the new Food Lion as being difficult to cross This is of

special concern since schoolchildren have to cross the road there

Another traffic safety issue in the neighborhood is railroad because of the

potential of collisions with vehicles

There are local examples of heavily traveled roads that still attract pedestrians
Lafayette Boulevard is heavily traveled west of Tidewater Drive in Lafayette
Residence Park The traffic count for Lafayette Boulevard in this neighborhood
at DuPont Circle and Royale Parkway was 14 931 for a 24 hour period in 1994

August 22 However the road still attracts a significant number of pedestrians
Heavily traveled roads such as Tidewater Drive Lafayette Boulevard east of
Tidewater Drive and Chesapeake Boulevard can be made more pedestrian
friendly

Residents are supportive of the Be Lo expansion but are concerned because
trucks that supply the Be Lo often cause conflicts with pedestrian traffic This is
of particular concern since it is in an area close to the Norview Elementary
Middle and High schools

The Five Points intersection has a very high traffic volume and is complicated for
both drivers and pedestrians to use Five Points residents said the yield sign for
traffic turning from Sewells Point Road to Norview Avenue is often disregarded
which could lead to accidents

A potential future traffic safety issue involves Strand Street This street is

congested taxi cabs park there and there are vehicle inspections at this
location Making this a through street as some have proposed is an issue

III
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